Service quality and customer satisfaction have become a widely discussed issue for two decades. However, only a few intention used shipyard as the marketing researches target of these variables. The authors investigate the relationships between service quality dimensions and consumer satisfaction in shipyard industry. The authors test the significance of the relationships between service quality dimensions and consumer satisfaction. The results suggest that four service quality dimensions (tangible, responsibility, responsiveness and assurance) are antecedents of consumer satisfaction in this industry, while empathy has less effect on satisfaction. Implications for managers and future research are discussed.
Introduction
Service quality are increasingly changing the way firms interact with customers to create service outcomes. Level of interact is described as the extent of interpersonal interaction between the customer service and service satisfaction (Bearden, Malhotra, & Uscátegui, 1998; Bitner, Brown, & Meuter, 2000; Kim, Park, & Jeong, 2004; Guenzi & Pelloni, 2004) . Since a basic characteristic of services is the participation of the customer in the production process, the customer is said to be an important resource of the service firm (Gouthier & Schmid, 2003; Walsh & Beatty, 2007; Hartline, Maxham III, & McKee, 2000) . Many companies consider their quality of service as means of increasing customer commitment and building customer loyalty.
Excellence in customer service is the hallmark of success among manufacturers of products and service industries (Parasuraman, Zeithaml & Berry, 1990; Parasuraman, 2000; Zeithaml, 2002; Johnston, 2004) . Customers will compare their perceptions with expectations when judging a firm's service. Hence understanding customer expectations is a prerequisite for delivering superior service (Robledo, 2001; Parasuraman, Berry, & Zeithaml, 1991; Ulaga & Chacour, 2001 ). Customer's satisfaction with a service failure encounter affect cumulative satisfaction judgments and repatronage intentions. Woodruff, Cadotte, and Jenkins (1983) stated that satisfaction process is more likely to be raised to a conscious level and thus evoke a positive or negative emotional response. Thus, positive or negative satisfaction should increase negative word-of-mouth and consumer's likelihood of reacting in product purchasing. Receiving negative and positive word-of-mouth from satisfied and dissatisfied customers influences the potential customer can create cost/benefit and have consequences toward customer extra-role behavior (i.e, customer citizenship behavior and badness behavior) (Yi & Gong, 2006) . Due to customers often react strongly to service failures, so it is critical that an organization's responsiveness efforts be equally strong and effective.
Researchers and managers pay increasing attention to relationship of service quality and customer satisfaction (e.g Cronin, Brady, and Hult, 2000; Sureshchandar, Rajendran, & Anantharaman, 2002; Sivadas & Baker-Prewitt, 2000; González, Comesana, & Brea, 2007; Caruana, 2002; Olorunniwo, Hsu, & Udo, 2006; Tam, 2004; Eboli & Mazzulla, 2007; Siddiqi, 2011; Murray & Howat, 2002; Al-Hawari & Ward, 2006 , Hu, Kandampully, & Juwaheer, 2009 Kouthouris & Alexandris, 2005; Yang & Fang, 2004) . They have become a widely discussed issue for decades, both theory and practice. In service environments, customer satisfaction and service quality are widely recognized as valuable variables in the formation of consumers' purchase intentions (Cronin et al. 2000; Maxham, 2001; Kuo, Wu, & Deng, 2009; Olorunniwo, et al., 2006; González,et al., 2007; Bai, Law & Wen, 2008; Murray & Howat, 2002; Baker & Crompton, 2000; Brady, Robertson, & Cronin, 2001; Tsiotsou, 2006) . As in the case in most other service industries, customer satisfaction is of paramount importance in the shipyard industry. Customer satisfaction management in the shipyard service industry is difficult due to the diversity of services and the massive of technology adoption. However, only a few intention used shipyard as the marketing researches target of these variables. Therefore, to fill this practice gap, this study has objective to examine the influence of service quality on customer satisfaction in shipyard industry.
Literature Review

Service Quality
Service quality has impact on customers' behavioral responses and intention. It relates to retention of customers at the aggregate level (Zeithaml et al., 1996; Woodside, Frey & Daly, 1990) . While perceived service quality is a consumer judgement (a form of attitude) and resulted from comparisons consumers make between their expectations and their perception of the actual service performance (Zeithaml, 1988; Bahia & Nantel, 2000; Caruana, 2002) . One effective means of achieving competitive advantage and differentiating strategies involves superior service quality (Yang & Fang, 2004) . Service quality has examined customer evaluations of the overall excellence or superiority (Long & McMellon, 2004) . The basis of this theory is the definition of service quality as the "overall excellence or superiority" ). Service quality can be described as overall customer judgments and evaluations regarding the quality and excellence of service. According to these arguments, Santos (2003) defined service quality as the overall evaluation of service performance.
Services characterized as intangible, activities rather than things, produced and consumed simultaneously and the customer participates in the production process (Gronroos, 1988) . Hence, in the shipyard context physical environment of service quality settings affect customers' evaluations of the service experience and subsequent behavioral intentions. Kelley and Davis (1994) proposed a conceptual model in which customer perceptions of service quality relates with customer satisfaction, and customer organizational commitment function. Through qualitative and empirical research, Brady and Cronin (2000) found that the service quality construct conforms to the structure of a third-order factor model that ties service quality perceptions to distinct and actionable dimensions: outcome, interaction, and environmental quality. Futhermore, these subdimensions can contribute to improve service quality perceptions. Satisfying customers is only the base line and may not be sufficient for survival. Management should focus on gaining customer loyalty by enhancing customer perceptions of service quality (Hu et al., 2009 ). The quality received by consumers must be perceived to be responsive, empathetic and reliable. Parasuraman et al. (1991) measured service quality with five dimensions: asssurance, reliability, empathy, responsiveness, tangibles. Kim, Suh and Hwang (2003) elaborates these dimensions. Assurance defined as knowledge and courtesy of employees and their ability to inspire trust, and confidence. Reliability is ability to perform the promised service dependably and accurately. Empathy is caring, individualized attention the service provider gives its customers. Responsiveness described as willingness to help customers and provide prompt service. Tangibles is physical facilities, equipment,and appearance of personnel.
Customer Satisfaction
Consumer satisfaction is a central concept in modern marketing thought and practice. Many service companies have embraced relationship marketing with its focus on maximizing customer lifetime value and linking between customer satisfaction and purchase retention (Bolton, 1998) . In the formal definition, customer satisfaction defined as the differences between consumers' perceptions and expectations of service quality they received (Bishop-Gagliano & Hathcote, 1994) . Cardozo (1965) indicates customer satisfaction with a product is influenced by the effort expended to acquire the product, and the expectations concerning the product. Customer satisfaction with a particular brand is a function of all past, current, and future experience (Anderson, Fornell, & Lehmann, 1994) . Fornell (1992) describes customer satisfaction as a function of customer expectations and perceived performance of the product or services (customer satisfaction = f(expectations, perceived performance)). Customer satisfaction is related to the size and direction of disconfirmation, which is defined as the difference between an individual's pre-purchase expectations (or some other comparison standard) and post-purchase performance of the product (Patterson, Johnson, & Spreng, 1996) . Based on theory from consumer behavior and cognitive psychology, Wallin and Lindestad (1998) interviewed 600 individual customers to examine corporate image and customer satisfaction as two routes to customer loyalty, and to actual repurchase behavior. Lee, Lee, and Feick (2001) stated that customer satisfaction programs can increase customer retention rates. Satisfaction are extremely important concepts as academic researchers, particularly in services marketing, and to practitioners as a means of creating competitive advantages and customer loyalty. Customer satisfaction with a company's products or services is often seen as the key to a company's success and long-term competitiveness www.ccsenet.org/mas Modern Applied Science Vol. 9, No. 11; (Hennig-Thurau & Klee, 1997). In the context of relationship marketing, customer satisfaction is often viewed as a central determinant of customer economic benefits for improving customer satisfaction. Shemwell, Yavas, and Bilgin (1998) found that customer-service has relationships with satisfaction and relationship-oriented outcomes. Customer satisfaction is service firm's s capacity to meet customer expectations. So, many firms that are frustrated in their efforts to improve quality and customer satisfaction are beginning to question the link between customer satisfaction and economic returns. Dissatisfied customers do engage in greater word of mouth than satisfied ones (Anderson, 1998).
Service Quality and Customer Satisfaction: The Interrelationship
Service quality and customer satisfaction are widely recognized as key influences in the formation of consumers' purchase intentions in service environments (Taylor & Baker, 1994) . Perceived service quality and satisfaction have generally been conceptualized to be distinct constructs, but there isn't a good understanding of their relationship (Spreng & Mackoy, 1996) . By examining the effect of 3 customer service variables (on-time performance, mishandled baggage, and ticket over-sales) on customer satisfaction and in turn on profitability for US airlines, Dresner and Xu (1995) found that service quality has relationship with customer loyalty in the commercial airline industry. Similarly, Steven, Dong, and Dresner (2012) investigates the linkages between customer service, customer satisfaction and firm performance in the US airline industry. In particular, the moderating effects of market concentration and firm dominance on the service-satisfaction-performance relationship. Yeo, Roe, and Dinwoodie (2008) measure quality of port service in China and Korea including prompt response, 24 h a day, seven days a week service and zero waiting time service.
Johnston (1995) stated that attentiveness, responsiveness, care and friendliness; and the dissatisfiers are integrity, reliability, responsiveness, availability and functionality are the predominantly satisfying determinants.
Responsiveness is identified as a crucial determinant of quality as it is a frequent source of satisfaction, and the lack of it is a major source of dissatisfaction. Furthermore, reliability is predominantly a source of dissatisfaction not satisfaction. Blodgett, Granbois, and Walters (1994) revealed the importance of customer service and customer satisfaction, especially since the cost of keeping a current customer satisfied is much less than the cost of attracting a new customer. Innis and Londe (1994) found that customer service is the key to customer satisfaction, customer loyalty, and market share. Salanova, Agut, and Peiro (2005) , by interviewing 342 employees from 114 service units (56 restaurants and 58 hotel front desks) found the mediating role of service climate in the prediction of employee performance and customer loyalty. In explaining the link between customer satisfaction and loyalty, switching costs play an important role. Using a national random telephone survey of 542 shoppers, Sivadas and Baker-Prewitt (2000) examines the relationship between service quality, customer satisfaction, and store loyalty within the retail department store context. Lee, Lee, and Yoo (2000) and Caruana (2002) found the relationship of service quality with satisfaction. Cronin et al. (2000) conceptualizes the effects of quality, satisfaction, and value on consumers' behavioral intentions. The results suggest that service quality is an antecedent of consumer satisfaction, a performance-based measure of service quality may be an improved means of measuring the service quality construct, consumer satisfaction has a significant influence on purchase intentions, and service quality has less effect on purchase intentions than does consumer satisfaction. 
Methodology
This research was conducted in Janata Marina Indah shipbuilding company which based in Tanjung Emas Port of Semarang. Research was conducted by explorative research through a quantitative approach. Sampling for this research was used random sampling method. A total of 36 service quality questionnaires with ten-point interval of Likert's rating scales were collected from ship owners were completed and collected. Satisfaction with the single attributes as well as overall satisfaction with the service was measured using a ten-point Likert scale. The regression analysis was adopted to test the relationship of service quality and customer satisfaction. This research uses reliability to assess the degree of consistence variable. Measurement of the degree of consistence of variables is used Cronbach's α values. A higher correlation of respective variables coefficient represents a higher reliability. To show how valid a questionnaire is, this study measures variable characteristics of content validity. Customer satisfaction = f(expectations, perceived performance). This study conducted customer satisfaction with a particular brand as a function of all past, current, and future experience of shipyard customers (Anderson et al., 1994; Fornell , 1992) 
Finding
Reliability and Validity Analysis
Reliability is a measuring tool contains a level of variable error. Cronbach's α values are commonly used to measure the degree of consistence of various facets in the same dimension. The questionnaire includes a variety of dimensions, and a higher reliability coefficient represents a higher correlation of respective dimensions, which illustrates higher internal consistence. When Cronbach's α value is greater than 0.7, it is referred to as high reliability. The results of the questionnaire reliability analysis show that the Cronbach's α value is 0.822. Given its variables all reaching a level of high reliability, it illustrates that the overall consistence of the questionnaire of this study is in high reliability. 
Correlation Analysis
This study uses Pearson's correlation analysis to confirm the correlation of two dimensions and the correlation coefficients of respective variables as shown in Table 3 . As the data shown in Table 3 , reliability and assurance and satisfaction; tangible and responsiveness, assurance, empathy and satisfaction; responsiveness and empathy and satisfaction; assurance and satisfaction, those are significant positive correlation. While tangible for reliability, responsiveness for reliability, assurance for responsiveness, empathy for reliability and assurance and satisfaction are not significant positive correlation. (2-tailed) .000 .003 .000 .000 .084 Note : ** Correlation is significant at the 0.01 level (2-tailed). * Correlation is significant at the 0.05 level (2 tailed).
Hypotheses Testing
1) Examination of regression analysis results the strongly significant positive relationship between four of customer satisfaction dimensions (reliability, tangible, responsiveness and assurance). Table 5 shows beta coefficient of these variables are high, where standardized coefficients for reliability (0.460), tangible (0.230), responsiveness (0.422), and assurance (0.275) and are significant at p<0.05. Moreover, H0 will be www.ccsenet.org/mas Modern Applied Science Vol. 9, No. 11; 2015 252 rejected as there are significant effect of those variables to customer satisfaction.
2) The second regression between empathy and satisfaction shows a negative relationship even though significance value (0.029) shows favourable into the model (p<0.05). Hence, Ha will be rejected as there is negative effect of empathy to customer satisfaction. Nonetheless, the effect of five dimensions of service quality to customer satisfaction is still shows a significant result as can be seen from the ANOVA result where significant at 0,00 (p<0.01). One thing can be concluded here is, service quality has a significant effect to the probability of a customer satisfaction negatively, notably in empathy dimension. However, the sensitivity of this model is strong. The standardized regression coefficients are used as measures of attribute importance. Table 7 shows high effect between service quality and customer satisfaction with adjusted R2 is 0.821. This result implicitly derived importance was measured using multiple regression analysis. The result shows that higher service quality score will effect positively on customer satisfaction while empathy will effect satisfaction negatively. Overall satisfaction was regressed on the five attributes of service quality. 
Discussion
The positive relationship of four service quality attributes (reliability, tangible, responsiveness, and assurance) and customer satisfaction are fully supported. The findings of this study are not exactly in line with Woodside et al. (1990) viewpoints which link the relationships among service quality, customer satisfaction, and behavioral www.ccsenet.org/mas
Modern Applied Science Vol. 9, No. 11; intention for service purchases. found that both service quality and service value lead to satisfaction. Service quality, service value, and satisfaction may all be directly related to behavioral intentions when all of these variables are considered collectively.
The empathy does not have positive relationship with the customer satisfaction dimension. As stated above that empathy is individualized attention and caring the service provider gives its customers (Kim et al., 2003) . This study measures empathy with quality of general services (accomodation, sanitary, information and communication) . This result in line with Chung and Lee (2003) research that responsiveness, assurance, reliability, tangibility have positive effect on the level of overall satisfaction, while empathy has negative effect of credit card use. While Yavas, Bilgin, and Shemwell (1997) show that tangibles, responsiveness and empathy are significant predictors of consumer satisfaction. Similarly Pleger (2000) stated that consumer's expectations of reliability, responsiveness, assurance and empathy were all higher for the intangible services in the telephone company. Cheung and Lee (2005) found that among the five dimensions of SERVQUAL, only assurance and empathy are significant determinants in explaining customer satisfaction.
Hence, consumers might have different feelings general services quality of Janata Marina Indah Shipyard. For example, consumers tend to have slightly feeling on other attributes of service quality of shipyard, but they did not feel individualized attention. This might due to such engineering works characterized in shipyard industry as bilge and tank cleaning, operation of diesel and gasoline engines, boiler operation, fiberglass lay-up abrasive blasting, coating application, oil transfer operations, and service of refrigeration units. Hence, customer satisfaction does not meet with the individual hospitality and lack of individual attention of shipyard workers. For this industry, service quality and customer satisfaction relates on the physical environment and instruments dimensions.
This result confirms LeBlanc and Nguyen (1988) that perceived quality depend on the degree of customer satisfaction, the contact personnel, the internal organisation, the physical environment and instruments, the corporate image, and the personnel/customer interaction during the service encounter. While Kara, Lonial, Tarim, and Zaim (2005) stated that intangible factors turn out to be among the most decisive ones in determining the service quality.
Conclusion and Implication
A multiple regression analysis was conducted and five attributes were found to have a significant impact on customer satisfaction dimensions of reability, tangibles, responsiveness, and assurance. While empathy has significant negative effect on shipyard customer satisfaction. The major findings of this study were listed as follows:
1) There is a significantly positive relationship between reliability and customer satisfaction.
2) There is a significantly positive relationship between tangible and customer satisfaction.
3) Responsiveness has a significantly positive influence on satisfaction.
4) Assurance has a significantly positive influence on shipyard customer satisfaction.
5) There is a significantly negative relationship between empathy and customer satisfaction.
Practical implications are clear. This study verifies the importance for shipyard managers to design a holistic approach to empathy to customers in their processing time. Empathy focuses on the care and individual attention to customers (Cheung & Lee, 2005) . Empathy requires exclusive treatment of actual caring responses and consumer interactional fairness. Regarding the consumer's view, empathy was the most frequently mentioned construct. Consumers expect to get individual attention from firms with whom they have a relationship. They like the businesses to know who they are and their needs (Sorce & Edwards, 2004) . Shipyad marketers understanding of empathy could affect consumer behavior in directly by making salient to the consumer the product benefits that are being enjoyed by other consumers (Bickart & Schindler, 2001 ). Sharma (2001) stated that when a consumer meets a salesperson demonstrating no empathy or demonstrating negative affect, the consumer will likely believe that the salesperson does not have his/her interest in mind.
Marketers of shipyard industry must consider improving not only service quality and customer satisfaction but also perceived customer value. Oh (1999) stated that ignoring customer value may cause lowered customer satisfaction and reduced repeat business. Hence, shipyard industries require to expand facilities, update services and promote marketing, service, rapidity of processing, simplicity of documentation and labour skills.
Future research may wish to consider other shipbuilder or shipyard industry services. Service quality as known to have multidimensional facets, have to measured by multi-item measurement. This study used single-item www.ccsenet.org/mas Modern Applied Science Vol. 9, No. 11; overall measurement for most variables, as the primary focus of the study was to provide an approach of service quality and customer satisfaction research in shipyard industry.
